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Welcome
Welcome! We’re glad you’re here.
As you know, Geopath has been building a state-of-the-art currency, leveraging data from
mobile devices and connected cars, to create a more robust and unified, measurement
system. This system will allow understanding of audience at a level of granularity never
available before in the OOH Industry.
While this new level of precise audience targeting capabilities provides a tremendous
opportunity for the industry, it also means that business as usual will no longer be business
as usual.
The goal of this document is to provide a touchstone for anyone planning, buying, or
selling OOH during this transition period, as the industry begins to adopt Geopath’s new
insights and measurement. It is intended to establish broad-level guidelines across buyers
and sellers for how to use the new insights and provide a set of agreed-upon standards
that can be referenced where the buyers and sellers intersect. This document will serve as
a clearly defined roadmap to ensure an efficient exchange of information throughout the
buying and selling of OOH media.
Please consider this a “living” document that will evolve over time. This first version reflects
the state of Geopath Insights on October 1st, 2019. As the capabilities of Geopath Insights
evolve over the coming months to include new sets of temporal data (annual, seasonal,
hourly), as well as additional audience features and media types, this document will be
updated periodically to reflect the impact of these changes on the buying and selling
process.
Thank you, and we hope you find this document useful!
With Kind Regards,
Geopath Futures Council
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Welcome

A letter from Geopath President Kym Frank
Recently, Geopath, the non-profit association responsible for providing the universal
currency for the out-of-home advertising industry, updated its methodology, utilizing the
advanced location data inputs that are available today. Geopath is governed by a tripartite
Board of Directors, representing agencies, advertisers, and media owners who collectively
approved this advancement in audience measurement.
The new system is more granular than the legacy methodology which was launched in
2010. Due to the resources available at the time that it was built, the legacy methodology
often relied upon averages and in some cases, default location assignments. The
new methodology utilizes precise locations for all inventory in the database. It also
incorporates information harnessed from connected cars and mobile location data. The
use of these data streams produces a distinctively contemporary industry currency and
provides advertisers with the ability to better target their audiences utilizing out-of-home
advertising.
As a result of the methodological improvements and more granular data sources,
there will be changes in the underlying impressions each unit delivers. These are a
result of the more granular inputs to the methodology and do not reflect changes to
the actual inventory.
In some cases the impressions delivered will be higher and in some cases they will be
lower, but the inherent value of the advertising has not changed. The metrics are more
precise. The audiences delivered have not changed. We have simply evolved how we
measure them to be more accurate, incorporating the best data resources that are
available today.
Geopath and its members are dedicated to providing universal, accurate, independent,
and responsible audience measurement to the advertising industry. We appreciate your
continued support of the out-of-home industry and our work to power a smarter out-ofhome marketplace.

Sincerely,
Kym Frank
Geopath President
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How to use this document
This document outlines a set of best practices, guidelines, and protocols to be used during
the OOH buying and selling process. These recommendations should be used whenever
buyers and sellers have questions on how to move forward using the new Geopath
Insights. The more we collectively adopt the items outlined in this document, the easier
it will be for everyone (planners, buyers, sellers, and even advertisers) to adopt the new
system and conduct business more efficiently and effectively.
As noted above, this document will be updated periodically to reflect the evolution of
Geopath’s OOH measurement.

What you’ll find
The document first provides a review of the Geopath methodology and how it has evolved.
It also provides a graphic overview of how Geopath is able to understand the audience
viewing the OOH media.
The main body of the document is structured around pre-planning, planning, and
execution stages, providing detailed information to guide the RFP process between
planners, buyers and sellers.
It ends with a set of Frequently Asked Questions (FAQs), to provide additional support
during this transition period and beyond, as well as a glossary of terms in the Appendix.
While we recommend that everyone read this document in its entirety to ensure adoption
of these best practices, guidelines, and protocols throughout the industry, the document is
structured so that you can use the section(s) most relevant to your role.
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Getting Started

Establishing New Rules of Engagement
Given the enormous changes to how Geopath measures inventory and the insights
available, we can no longer focus on past paradigms. We need a new set of rules for how
we engage with each other, how we engage with clients, and how we think about OOH
measurement.
We suggest considering the following as you meet with advertisers, and when creating,
evaluating, and negotiating plans moving forward. If you only remember 3 things from this
document, it should be these points:

1
2
3

We are now an audience first industry.

We should always start from a clearly defined target audience. Given
the expanded audience capabilities of Geopath Insights, we know
more than ever about the audience viewing OOH inventory and can
target audiences as effectively as any other advertising channel.

We must change the conversation from location to movement.
It is no longer just about the location of the inventory any longer. It
is about the audience viewing inventory within the marketplace. We
now have the data to understand and contextualize the audience’s
movement within a marketplace, and can use that to understand the
entire audience footprint that viewed any audited location.

Let’s focus on the present (and the future). Not the past.

Geopath’s measurement has much greater precision and fidelity
due to the mobile and connected car data we are leveraging. Given
how much has changed with how Geopath measures inventory,
we can no longer compare yesterday’s impressions to today’s. It is
not an “apples-to-apples” comparison. While it is the same overall
methodology, the inputs are much more robust and granular.

Getting Started
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Fast Facts
Key highlights from the Best Practices, Standards and Protocols:
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•

Geopath Insights have evolved from a traditional media-focus to an audience-first focus.

•

The data and inputs powering the new Geopath Insights methodology are more robust versus
12+ years ago, allowing for a more precise understanding of the audience viewing OOH
advertisements.

•

The new industry comparison standard and selection metric will be to focus how well a unit
indexes and/or its percent composition for the desired audience against the market average.

•

Anonymized and aggregated data from more than 150MM mobile devices are providing a level
of fidelity never before available in OOH measurement.

•

Geopath Insights now include enhanced behavioral audiences (8,000+), custom geographies
(40,000+), and soon, new media formats (place-based, dynamic fleet).

•

Media planners must take special care to communicate as much detail as possible with regards
to goals, KPIs, audience, geography, and media to ensure that they receive comparable
responses from media operators.

•

Similarly, when responding to RFPs, media operators should be careful that they are addressing
the specific criteria outlined to ensure the use of the same Geopath Insights data as cited in the
original RFP.

•

While there will be changes from previous measurements, these new numbers will allow for
more efficient and effective media plans, leading to better results for advertisers.

•

Geopath Insights will continue to evolve over time as more temporal data becomes available
and will be updated on shorter cycles in the future (e.g., Seasonal).

•

A comprehensive training platform is available through Geopath to educate the industry on the
changes and how to use the data available through Geopath. This can be found on our website,
www.geopath.org.

Getting Started
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A Quick Review:
The Evolution of Geopath Insights
The original TAB ratings put OOH on a level playing field with other media channels by
allowing the industry to move from “showings” to measures more commonly used in other
channels.
Weekly
Impressions

TRPs

Reach

Frequency

Geopath is now enhancing its measures with greater granularity and precision, including
additional audiences, increased geographic options, and more detailed analysis of
inventory.
Audience

Coverage

Composition

The Building Blocks of OOH Measurement

Indices

Geopath Insights is built upon the same core building blocks. The key differences are the
data inputs.
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The Evolution of Geopath Insights

Contextualizing Audience and OOH Media
Geopath curates all of this aggregated and anonymized data from across all roadways and
places in the US to create a fully contextualized movement matrix of the entire population.
Only when the movements of the full population are understood can we fully compare all
OOH media locations and understand the audiences viewing the media. The graphic below
outlines how Geopath understands audience movement and connects it to OOH media to
develop its measures.

Comparing Geopath Insights – Yesterday to Today
Distributive computing and the mobile data available have allowed us to enhance the
capabilities available to our members, whether you are accessing our data via our API or
the new Geopath Insights Suite (which will ultimately replace our legacy tools). On the
next page is a comparison of the legacy capabilities to the enhanced capabilities that will
ultimately be available through Geopath.

The Evolution of Geopath Insights
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Measurement Enhancement:
Comparison of Legacy Data to Today
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The Evolution of Geopath Insights

How Impressions Have Evolved

While the data we harness from mobile devices and connected cars creates a more robust
measurement system, increasing our understanding of the audience viewing inventory,
there will be some changes in the impressions delivered by Geopath audited inventory.
Overall, there are seven key components that impact changes to OOH impressions. The
following table provides an overview of each component, why it is important to Geopath’s
measurement, and what has changed.

Component

What Has Changed

Why It Matters

Geopath is no longer solely reliant upon
manually collected information from
government resources for traffic counts.
Mobile technology provides a better estimate
of hourly traffic on roadways throughout the
week and throughout the year

VEHICULAR
TRAFFIC COUNTS

Millions of traffic count locations can now
be cross-referenced and aligned with mobile
trip data and calculated for every unique road
segment in the US by direction.

Mobile data, regional patterns, and trip
purpose information now allow for variable
occupancy
•
PERSONS
PER VEHICLE

Every road segment in the country
will have a unique vehicular occupancy
calculation

Traffic counts are the basic building block that
allow Geopath to understand overall audience
circulation. While a high traffic count may
lead to higher impressions, other factors
such as illumination, vehicle occupancy, and
directionality all play a role.

Different markets have very different travel
and transportation usage patterns. Markets
with higher vehicle ownership have fewer
people per car.
The expected number of people in a vehicle
is different depending on the trip purpose.
Commuting trips have low occupancy,
while shopping and leisure trips have high
occupancy.
Higher levels of occupancy have a positive
impact on impressions as they lead to a higher
number of “opportunities-to-see.”

The Evolution of Geopath Insights
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Component

What Has Changed
Pedestrian pathways now have unique counts,
factoring in mobile activity, employment
density, business locations, and more.

PEDESTRIAN
TRAFFIC

New default walking speed is 3.1 MPH (vs. 3.4
MPH).

Sunrise and sunset at the inventory location
by season, in conjunction with illumination
periods, are used to gauge visibility and
circulation.
ILLUMINATED
CIRCULATION

Why It Matters
Pedestrian traffic can make up the majority
of audience in central business districts,
commercial, entertainment, and tourism areas.
The use of mobile applications for social,
fitness, weather, and navigation has created a
powerful resource to understand activity on a
block by block level.
Many OOH assets rely upon ambient light for
illumination. These units can only be seen by
traffic during daylight hours.
It is important to know the location of a unit
within a time zone as the sunrise and sunset
times can vary up to an hour. Daylight hours
may change significantly throughout the year
depending on latitude.
Visibility is dependent on several factors:

Angle to oncoming traffic taken into account,
providing infinite permutations vs. LH/RH/
Center, Parallel/Perpendicular.

VISIBILITY
ADJUSTMENT

Observed dwell time, degrees off-center (at
optimal view), and apparent size (at optimal
view) taken into account.

How large does the media APPEAR within
the audience’s field of view? WHERE is the
media within the audience’s field of view? How
much TIME does the audience have to see the
media?
Detailed road network information and
inventory attributes enable precise visibility
calculations.
Dwell time influences the likelihood of content
being seen, as well as the number of spots that
a single person has an opportunity to see.

Hourly speed data for all US roadways.

Speed data from connected cars and
navigation apps is available on more roadways
than ever before.

SPEED/
DWELL TIME

Mobile device data from across the country
for all trip purposes.
Home locations aggregated by block group.
HOME
LOCATION
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The greater the time that an audience dwells
near an OOH media location:
• the more likely they are to look at the unit
• the more opportunities those audiences
have to see multiple spots on the same
unit

All geographies accurately reflected in the in/
out of market impressions.

Mobile data enables Geopath to understand
the home locations of the audience passing by
all OOH media.
Comprehensive coverage across the US
allows Geopath to quantify out-of-market
audiences, such as business travelers or
tourists.

The Evolution of Geopath Insights

A one-page infographic of the above table, as well as additional information on the new
methodology, how it has evolved, and its impact to impressions, can be found in the
geekOUT Library on the Geopath website. We recommend that everyone download the
above table for easy reference as it will be helpful in answering questions that may come
up from clients in regard to the changes.
For a deeper discussion of the above table, a webinar covering How Impressions are
Evolving is available on the Geopath YouTube Channel.

An Illustrative Use Case
The following use case is provided to help illustrate the new capabilities available through
Geopath Insights, and provide context for the standards and protocols outlined in the
remaining document. The example looks at how audience and location can impact the
inventory selected for an overall plan, and how this has changed.

While multiple DMAs are included in the request, this example will focus on the Atlanta
DMA. The same process would hold for the other markets.

The Evolution of Geopath Insights
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Previously, an agency or operator responding to a proposal like the one outlined below
would only have been able to respond to the demographic target, leaving the primary
audience request unanswered.
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The Evolution of Geopath Insights

Now, the industry no longer needs to only focus on demographic-based targets. There are
more than 8,000 audience targets available in the new Geopath Insights dataset. Given all
the available audiences, it is critical that the desired audiences are clearly communicated
among all parties involved (agency, operator, and/or advertiser).

After narrowing down the inventory based on geographic distribution, as well as efficiency
at reaching the desired target, the following plan was identified. The plan includes 33 units
across multiple operators and slightly exceeds the 50 TRP minimum requested.

The Evolution of Geopath Insights
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So, what does this mean?
As you can see on the maps, the plans are very different geographically (blue dots =
traditional demo-based audience / orange dots = behavior target plan). The expanded
capabilities available through the new Geopath Insights allow us to fundamentally change
the conversation from one based on demographics, to one that includes audience
behaviors. Ultimately allowing us to more efficiently meet advertisers’ needs.

However, it also means that as an industry we need to be aligned on how we communicate
the information needed and establish a set of protocols for how this information will be
used. The following document provides a set of guidelines to use as a starting point.
For a deeper discussion of the above use case, as well as other use case examples, you can
go to the OOH Office Hours Section of the Geopath website, and/or the Geopath YouTube
channel.
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Pre-Planning
Developing the RFP
Any OOH media planner or buyer who is submitting an RFP using Geopath Insights data
(derived through either the Insights Suite, or the Geopath API) should at minimum include
the information suggested below. Buyers should always clearly indicate if they have made
an evaluation of media using
Geopath Insights prior to issuing
What are PRIZM© Premier profiles?
the RFP.
The information should give a
detailed snapshot of how they
are looking at the audience,
geography, and media, as well
as what specific criteria they
were using to view it. Whenever
possible, specific settings for
Consumer Profiles or PRIZM©
Premier profiles should be
included with the RFP.

PRIZM© Premier profiles are a proprietary
segmentation product developed by Claritas,
that combine demographic, consumer behavior,
and geographic data to help marketers better
identify their target customers and prospects. Each
household in the U.S. is classified into one of its 68
demographically and behaviorally distinct segments.
For more information check out: https://www.claritas.
com/prizmr-premier

This information is not intended to limit the request. It should function as the baseline set
of information that media sellers will need to effectively respond to the RFP. If there are
primary and secondary audiences, they should be clearly defined separately.

1) Establishing Objectives
The RFP should include a summary of the objectives for the campaign: brand awareness,
drive in-store traffic, directional, etc. It should also include information on how the
inventory will be evaluated, and any relevant client KPI’s - what are the client’s goals?
Will the emphasis be placed on audience delivery, or specific geography? Any brief
documentation from the advertiser that can be included will also provide clarification for
support rationale. What other media are being included in the plan? How will OOH be
expected to support them? Etc.
This will provide the media operator with necessary context for the project. It will allow
them to more efficiently respond to the RFP and potentially offer additional information or
recommendations based on their knowledge of the market, brand, and/or strategy.

Developing the RFP
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2) Considerations When Identifying: Audience
Because the data supporting Geopath Insights are geared to audience delivery, it is critical
that the audience be clearly defined, and that the reasoning and/or parameters used to
derive this audience is communicated clearly to the media providers.

Population:
General information about the audience should include any relevant selections from those
available in the Insights Suite, including:
•

Demographics (i.e., Age, Ethnicity, Gender, Race)

•

Behaviors (i.e., commute, employment, language)

•

Household profile (i.e., children, income, marital status)

Behavioral Profiles:
If specific consumer profiles, or PRIZM© Premier Profiles from Geopath Insights are used
in the audience development, they should be specifically identified here. Be sure to include
the exact language to ensure that all media operators responding to the RFP can evaluate
based on the same profile. This will ensure that you receive comparable metrics across all
operators responding to the RFP. Not providing specific audiences may ultimately limit
your ability to compare the various responses you receive.
For example, specify “Make of vehicle owned (not leased): Toyota” as the audience vs. just a
general audience of “Toyota owners.” There are several other Toyota audiences available in
the Geopath Insights (below):
•

Make of last vehicle: Toyota

•

Make of new vehicle owned (not leased): Toyota

•

Make of any vehicle owned or leased: Toyota

Additional Considerations:
•
•
•
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If Geopath Insights audience profiles have been used, have they been shared with/
approved by the advertiser?
Secondary audiences should be included as separate profiles.

Will alternate audience profiles be considered if they can be presented with appropriate
support rationale? If so, the media operators should be made aware.

Developing the RFP

Example Audience Profiles:

As you can see in the table below, there are a number of audiences that could be
appropriate for the same project. To make the process more efficient, it is a recommended
best practice that the planning team ensure the client has approved the selected
audience(s) before proceeding. Once approved, the planner or buyer should specifically
reference the audience(s) they are considering to avoid any confusion regarding the
audience a media operator should use when selecting their inventory.

Brand X

Brand Y

National Budget Wireless Regional QSR
Audience Profile:

• <$50,000 Household Income

OR
Consumer Profile:

• Wireless/cell phone bill
amount last month $30 - $49

Audience Profile:

• Age: Persons 18-49

OR
Consumer Profile:

• No. of times used quick
service restaurant past 30 days:
3 times

Brand Z

Local Luxury Auto Dealer
Audience Profile:

• $150,000+ Household Income

OR
Consumer Profile:

• Amount plans to pay for new
vehicle next 12 mos: $30,000+

OR
PRIZM© Premier Profile:
• 01 Upper Crust - Wealthy
Mature w/o Kids

3) Considerations When Identifying: Geography
Geography is a key component of any OOH plan as it drives the market area the advertiser
intends to target and establishes the universe of available impressions for the campaign.
At its heart, OOH media is still strongly rooted in location. Therefore, it is critical to clearly
articulate the specific geographic conditions of the RFP and the Geopath Insights data
used to arrive at them.
At the most basic level, planners should always default to include the most granular
geographic designation they are using in the plan, whether that is:
•

DMA – Covers the major metropolitan area and nearby locations

•

County

•
•

CBSA – Covers the major metropolitan area
ZIP Code

Developing the RFP
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If there are additional geographies that are not covered in Geopath Insights (i.e., the nonmetro areas of a city, or rural areas/small towns) they should be clearly defined here. If
other media are being included in the plan, an overview of how they are geographically
targeted/measured should be included here for consistent comparisons.

Additional Considerations:
•
•
•
•
•

For custom geographies or general areas like neighborhoods, additional information
should be included such as: identifying a central point and a radius length, including
cross streets or other boundary, etc.

If proximity is a component of geographic consideration, what are acceptable distances?
What is the threshold of the geographic constraints for the inclusion of transit or rolling
media?

What if there is media available that indexes high for the audience from this geography,
but is located outside the specified geography? Would that media be considered?
For specific POI’s: If sets of places are used, the planner/buyer should supply the
information used to identify them, such as:
•

Company name

•

Latitudes/longitudes (if available)

•
•
•

Full address, City, State, ZIP
Brand

Place type (i.e., restaurants and other eating places - full-service restaurants)

Example Geographic Profiles:
Brand X

Brand Y

Brand Z

National Budget Wireless Regional QSR
DMA Level, including:

New York, Chicago, Los
Angeles, Philadelphia, Dallas,
San Francisco, Boston, Houston,
Atlanta, Phoenix

DMA Level, including:

Atlanta, Nashville, Memphis,
Chattanooga, Knoxville,
Birmingham, Charlotte,
Lexington, Durham

POIs:

Within
3 miles of Brand
Y
Developing
the
locations
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Local Luxury Auto Dealer

RFP

Developing the RFP

ZIP Code level, including:
08630, 06878, 06870, 06820,
06840, 06853, 06880, 06831,
06807, 06890

4) Special Considerations Regarding Media Types, Metrics &
Reporting
When delivering the RFP, it is important to lay out clear parameters for the media included.
If there are specific media that have been evaluated using Geopath Insights, care should
be given to clearly identify them using the Geopath Insights terminology. If the agency is
requesting specific media, the RFP should include the reason behind those choices (client
preference, creative type, etc.), as well as a determination of whether alternate media will
be considered. It should also clearly indicate if it will accept only this media, or will accept
this media and alternatives.
Additionally, it is important to convey the supporting rationale that has been used to
determine what media should be included, and what key metrics will be used to evaluate
the media proposed. Key elements to include are:
•

What are the key factors driving media consideration? What metrics will be used to
evaluate the media?

•

Within Geopath Insights, what view of impressions are you using to evaluate the media?
(i.e., Total Impressions, Target Impressions, In-Market Impressions, etc.)

•

How do you want the impressions pulled? TRPs, R&F, DMA, CBSA or ZIP Code?

•

Is there an emphasis on Reach or Frequency? If so why?

•

What is your weekly TRP goal? Based on what demographic?

•

Are there acceptable index ranges for the audience demographic you are looking to
reach?

•

Are there geographic considerations that apply to the media? (i.e., it must be within
X-miles of the target, size, direction, ability to take extensions, read, illumination)

•

Are there any media that are being specifically included/excluded? If so, why? Also,
indicate if it is acceptable for the media operator to include inventory with a status of
“under review.”

•

If media networks are available – will they be evaluated based on total network index
for audience, or by specific locations?

•

Are there brand safety concerns, or questions about physical placement?

•

Are there technical considerations for the media selection? (i.e., dayparting, illumination,
full motion vs. static digital, etc.)

•

Are there specific types of reporting or deliverables that are required for the campaign?

Developing the RFP
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Brand X

Brand Y

Media will be evaluated on total
target impressions

Media will be evaluated based on
proximity to store locations, and
competitor locations

Media will be evaluated based on
target in-market impressions

Advertiser will place an emphasis
on transit media

Advertiser will place a priority on
digital media to enable dayparting,
and flexible
creative, but
not
Developing
thewillRFP
exclude static media

Advertiser will only consider static
locations – does not wish to share
space

National Budget Wireless Regional QSR

Brand Z

Local Luxury Auto Dealer

Note: This section will be updated, as appropriate, to provide additional guidelines and
recommendations as new media formats (e.g., place-based, scheduled/dynamic fleet) are
fully integrated into Geopath Insights.
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Responding to an RFP
When responding to an RFP, OOH media operators should utilize the Geopath Insights
data and ensure that all requests are carefully analyzed and responded to according to
the RFP details. The responses should provide the appropriate media options that reach
the target audience, geography, and meet any other specific criteria that the buyer has
outlined. Standard deliverables should include:
•

Client proposal (Per agency format if requested)

•

Photo sheets

•
•
•

Maps (with inventory and POI’s clearly represented)
Media metrics specific to the RFP (impressions, TRP, reach, frequency)

Marketing description and rationale specific to the target audience and geography (e.g.,
“Unit X is in the Salt Lake City DMA and is 0.5 miles from the target location 222 State
Street. It is an RHR unit that targets commuters who buy Starbucks coffee”).

Ensuring that buyers are only being provided the inventory that meets their requests will
garner positive, trusting relationships for future opportunities. Options that fit outside the
RFP request should be provided in a separate proposal, with a full explanation as to why
the alternative inventory is being proposed. Otherwise, all inventory provided in response
to an RFP should be considered inventory that meets the campaign requests and goals.

The New Industry Comparison Standard
We will not compare old impressions vs. new impressions. The new industry comparison
standard and selection metric will be how well a unit indexes (or its percent composition
for the desired audience) against the market average.
In the example below, the majority of impressions decreased but that doesn’t matter
because the index and composition metrics by panel show how well the unit delivers
against the target. The majority of units in the plan index above 110.

Responding to the RFP
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1) Understanding and Using Objectives:
The RFP received from the buyer should include a summary of the objectives for the
campaign. It should also include information on how the inventory will be evaluated,
and any relevant client KPI’s. This should provide you, the media operator, with necessary
context for the project and give you the information required to efficiently respond to
the RFP (and potentially offer additional insight based on their knowledge of the market,
brand, and/or strategy). If an RFP is received, and the demographic or geographic target
and/or KPIs are not precise, follow-up communication should be made in order to clarify
important specifics and details. Ensuring that all those responding are doing so with the
same project basis is vital to the success of the campaign.

2) Considerations When Identifying: Audience
The Geopath Insights and its supporting data are geared toward audience delivery.
Therefore, it is critical when responding to an RFP that the correct target audience is
identified and the inventory that meets the KPIs related to that audience are provided.
Below is a list of the types of audience profiles that would typically appear in a Geopath
Audience Targeted RFP:

Population:
•

Behaviors (i.e., commute, employment, language)

•

Household profile (i.e., children, income, marital status)

•
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Demographics (i.e., Age, Ethnicity, Gender, Race)

Responding to the RFP

Behavioral Profiles:
•

Make of last vehicle: Toyota

•

Make of new vehicle owned (not leased): Toyota

•

Make of any vehicle owned or leased: Toyota

Media Specific Considerations:
•

Bulletins vs. Digital Bulletins

•

Static Street Furniture vs. Transit

•
•
•

Posters vs. Bulletins

Alternative Media options

Combination of media that meets the campaign objectives

Additional Considerations:
•
•

Secondary audiences should be provided as a separate response to the primary
audience so as not to misrepresent a specific unit(s) ability to reach the primary target.

If there is any confusion as to the audience requested, the media operator should seek
clarification, when possible, before moving forward.

Brand X

Brand Y

National Budget Wireless Regional QSR

Brand Z

Local Luxury Auto Dealer

Audience Profile:

Audience Profile:

Audience Profile:

Consumer Profile:

Consumer Profile:

Consumer Profile:

• Age: Persons 18-34
• <$50,000 Household Income
• $50,000-$74,999 Household
Income

• Wireless/cell phone bill
amount last month: Less than
$30

• Age: Persons 18-49
• <$50,000 Household Income
• $50,000-$74,999 Household
Income

• No. of times used quick
Developing the RFP
service restaurant past 30 days:
3 time

• Age: Persons 25-54 yrs
• Age: Persons 55+ yrs
• $150,000+ Household Income

• Amount plans to pay for new
vehicle next 12 mos: $30,000+

• Wireless/cell phone bill
amount last month: $30 - $49
• Wireless/cell phone bill
amount last month: $50 - $74

PRIZM© Premier Profile:

PRIZM© Premier Profile:
• 01 Upper Crust - Wealthy
Mature w/o Kids

• No PRIZM© Profile

Responding to the RFP
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3) Considerations When Identifying: Geography
Geography is a key component of any OOH plan as it will identify the market area the
advertiser intends to target and establish the universe of available impressions for the
campaign.
RFP’s should include the most specific target geographic designation as possible. If a
geographic target is unclear, the seller should initiate a conversation with the planner to
provide clarity before responding to the RFP.
Below is a list of the types of standard geographic-area definitions that typically would
appear in a Geopath geography-targeted RFP:
•

DMA – Covers the major metropolitan area and nearby locations

•

County

•
•

CBSA – Covers the major metropolitan area
ZIP Code

Additional Considerations (Custom Geographies):
•

Points of Interest/radius

•

Market defined area (specific to a neighborhood or commonly used local geographic
definers)

•

Directional considerations

Example Geographic Profiles:
Brand X

Brand Y

Brand Z

National Budget Wireless Regional QSR
DMA Level, including:

New York, Chicago, Los
Angeles, Philadelphia, Dallas,
San Francisco, Boston, Houston,
Boston, Atlanta, Phoenix

DMA Level, including:

Atlanta, Nashville, Memphis,
Chattanooga, Knoxville,
Birmingham, Charlotte,
Lexington, Durham

POIs:

Within 3 miles of Brand Y
Developing the
locations
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Local Luxury Auto Dealer

RFP
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ZIP Code level, including:
08630, 06878, 06870, 06820,
06840, 06853, 06880, 06831,
06807, 06890

4) Media types, Metrics & Reporting (Media Profiles)
When reviewing the details of an RFP, take care to note what metrics will be utilized to
evaluate the submitted media options. In addition, be sure to document the rationale
behind each individual unit (and/or package of units) submission in relation to the RFP
requests.
Key elements the RFP will include are:
•
•
•
•
•
•
•
•

The key factors driving media consideration and what metrics will be used to evaluate
the media.
What view of impressions you are using to evaluate the media (i.e., Total Impressions,
Target Impressions, In-Market Impressions)?

What the emphasis in selecting media will be based on: GRP/TRP, Reach, Frequency, etc.
The geographic considerations that apply to the media.

If there are any media types being specifically included/excluded or if any media
included are currently “under review.”

Any brand safety concerns, or questions about physical placement that should be
respected.

Technical considerations for the media selection (i.e., dayparting, illumination, motion).
Specific types of reporting or deliverables that are required for the campaign.

Brand X

Brand Y

Media will be evaluated on total
target impressions

Media will be evaluated based on
proximity to store locations, and
competitor locations

Media will be evaluated based on
target, in-market impressions

Advertiser will place an emphasis
on transit media

Advertiser will place a priority on
digital media to enable dayparting
and flexible
creative, but
not
Developing
thewillRFP
exclude static media

Advertiser will only consider static
locations – does not wish to share
space

National Budget Wireless Regional QSR

Brand Z

Local Luxury Auto Dealer

Note: This section will be updated, as appropriate, to provide additional guidelines and
recommendations as new media formats (e.g., place-based, scheduled/dynamic fleet) are
fully integrated into Geopath Insights.
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Post-Campaign Analysis with Current Annual Data Set
The current cadence of Geopath Insights data updates is annual, which does not allow for
post campaign analysis of audience delivery, except for extremely long campaign timelines.

Future Capabilities Using Temporal Data Sets
However, future updates will shorten this cycle to the point where data will likely have been
updated between the planning cycle and the execution of the campaign.
At that time, it would be possible for advertisers to pull audience delivery data based on
the inventory purchased and compare that against the audience impressions expected
from the plan.
Information could include:
•

Did the plan over/under deliver for total impressions, target impressions, reach, etc.?

•

Were there particular geographic areas that over/under delivered?

•

Were there particular pieces of media that over/under delivered?

This information would be useful for both reporting added value to the advertiser, and for
further refining future OOH planning to maximize efficiency for the advertiser.
As new temporal datasets (e.g., seasonal data) become available, this document will be
updated to reflect the changes to the planning, buying, and selling process.
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Q: Why did the industry decide to make this change in measurement?
A: The Geopath membership decided to make an investment in our industry’s currency,
enriching the system with data from mobile devices, connected cars, and GPS systems to
ensure that our organization can provide the state-of-the-art and responsible metrics that
today’s advertisers are demanding from publishers across all channels.

Q: Where does Geopath get all the data that it uses for its measurement?
A: Geopath partners with multiple data providers. Below is an overview of the current data
partners/sources and how the data informs our Geopath Insights.

Q: What are some of the benefits of all this data?
A: Geopath Insights are designed to enhance storytelling through mobile data, richer
audience profiling capabilities, seasonal travel variation, and detailed audience targeting by
time of day.
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Q: How do I explain to a client if their impressions have decreased (or increased) on
inventory they purchased previously?
A: Geopath is our governing measurement body that powers a smarter OOH. The data
and inputs that go into the measurement methodology today are more precise vs. 12+
years ago. The new industry comparison standard and selection metric is to focus how
well a unit indexes and/or its percent composition for the desired audience against the
market average. An example of this can be found in the Responding to an RFP section
of this document. If further explanation is needed, you can also refer to the table in the
How Impressions Have Evolved section of this document for more detail on the factors
impacting the change in impression. A one-page infographic of this table is also available
in the geekOUT Library section of Geopath’s website (www.geopath.org).

Q: What if I have a client with a year-long plan that starts before the end of 2019? What
impression numbers do I use?

A: We recommend pulling impressions for the remaining part of 2019 using the current
impression data, and then use the new impression data for 2020. If needed, you can
compare the percent change in impressions (yesterday to today) for the plan, and then
compare that to the changes for the overall market to help the client understand how the
new plan compares. For metrics such as reach and frequency, the underlying calculations
have been improved so significantly that you will, unfortunately, not be able to calculate a
single metric for plans that overlap the transition period.
Q: What factors most impact the change in impressions for a given unit?
A: There are several components that impact changes in impressions. They are:
•
•
•
•
•
•
•

Vehicular traffic
Persons per vehicle
Pedestrian traffic
Illumination
Speed /dwell time
Visibility adjustment
Home location

For more information on each of these components and how they impact impressions,
you can refer to the table in the How Impressions Have Evolved section of this document.
A one-page infographic of this table is also available in the geekOUT Library section of
Geopath’s website (www.geopath.org).
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Q: How is Geopath protecting the privacy of data?
A: Geopath does not leverage any personal identifiable information for its measurement.
The data is anonymized and aggregated to the Census Block group level by Geopath’s data
partners before it is used for developing Geopath Insights.
Q: What is the Geopath Futures Council?
A: The Futures Council was formed as an advisory group made up of experienced thought
leaders from across the OOH industry to help Geopath prepare for the future and
successfully navigate the ever-evolving advertising landscape. The council is comprised of
planners, strategists, researchers, and sales leaders from agencies and operators across the
industry. More information about the council’s mission and members can be found in the
Acknowledgments section of this document.
Q: The document mentions that Geopath Insights will be evolving, how do I find out
when there have been updates?
A: Geopath will continue to enhance its new measurement and insights over the coming
months. To keep updated on any changes, you can review the release notes section in the
Geopath API Portal and/or the Geopath Insights Suite. We will also communicate updates
and changes through our newsletter and during our monthly OOH Office Hours training
sessions. If you would like to start receiving our newsletter, please reach out to us at
geekOUT@geopath.org.
Q: What if I have additional questions? Where can I find more information and support?
A: If you have any additional questions, you can always reach out to us at 			
geekOUT@geopath.org. This is our digital help line. You can use this for questions on
anything in this document, but also for a variety of other needs such as data requests,
password resets, and/or custom training.
Additional training materials are also available in the geekOUT Library section of our
website. There you will find a variety of training videos, one-pagers, and presentations that
will help anyone in the industry learn about the foundations of OOH measurement and
how to use the new Geopath Insights.
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How This Document Was Developed

This document was developed collaboratively by Geopath’s Futures Council. The council
was formed as an advisory group made up of experienced thought leaders from across the
OOH industry to help Geopath prepare for the future, and successfully navigate the everevolving advertising landscape.

The Futures Council: Background, Mission & Members

Members of the council were nominated by Geopath’s Board of Directors as future leaders
in OOH based on their vision, passion, and dedication to the industry. The group is also
bound by a collective desire to ensure that there is a single universally adopted currency
across the industry.
The Futures Council’s ultimate mission is to advance the understanding, adoption, and
use of Geopath’s measurement data through education and advocacy across advertisers,
agencies, and suppliers. By facilitating collaboration across the OOH industry, the council
aims to provide leadership on how to leverage Geopath Insights to power smarter, more
strategic OOH media plans.
The Futures Council (below) is comprised of planners, strategists, researchers, and sales
leaders from agencies and operators across the industry!

Council Secretary

Council Co-Chairs

Futures Council Members
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Founded in 1933, Geopath is the industry standard that powers a smarter OOH
marketplace through state-of-the-art audience location measurement, deep insights, and
innovative market research. The organization’s mission is to provide the objective and
independent measurement needed to maintain the long-term health of the OOH media
industry. A Geopath measurement ensures that the unit has been audited for the accuracy
of its physical attributes.
The organization is headquartered in New York and governed by a tripartite board
composed of advertisers, agencies, and media companies spanning the entire United
States. For more information, please visit http://www.geopath.org.
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Additional Resources
Additional training materials are available in the geekOUT Library section of our website.
There you will find a variety of training videos, infographics, and presentations that will
help anyone in the industry learn about the foundations of OOH measurement and how to
use the new Geopath Insights.
To learn more about all the resources available to our members, please go to www.
geopath.org or email us at geekOUT@geopath.org.
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Appendix

Here are definitions of terms frequently used in this document and OOH measurement
overall.
Impressions: the number of eye contacts that people have with an OOH unit(s) in a week.
Impressions can be provided for all major demographic audiences including age, gender,
race/ethnicity, and income.
In-Market Impressions: the number of eye contacts people that live within a defined
market have with an OOH unit(s) in a week. In-Market Impressions can be provided for all
major demographic audiences including age, gender, race/ethnicity, and income.
Gross Rating Points (GRPs): the total number of In-Market Impressions (18+) delivered
by an OOH schedule expressed as a percentage of a market population. One rating point
represents impressions equal to 1% of the market population.
Target Rating Points (TRPs): the total number of target-specific In-Market Impressions
delivered by an out of home schedule expressed as a percentage of a target specific
market population. One target rating point represents impressions equal to 1% of the
target market population.
Reach: the percentage of unique persons in a particular market exposed at least once to
an OOH unit(s) over a specific period of time.
Frequency: the average number of times that an individual reached is exposed to the OOH
unit(s) in a specific period of time.
Percentage Composition: the percentage of an OOH unit(s)’ audience that fits a selected
demographic profile.
Composition Index: The percent composition, divided by the percent target population.
Indices above 100 mean that the target is better represented. The inverse is also true, as
indices below 100 tell us that the target is under-represented.
Census Block Group: a geographical unit used by the United States Census Bureau which
is between the Census Tract and the Census Block. It is the smallest geographical unit for
which the bureau publishes sample data, i.e. data which is only collected from a fraction of
all households.
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Core-Based Statistical Area (CBSA): is an area defined by the Office of Management and
Budget (OMB) based around an urban center of at least 10,000 people and adjacent areas
that are socioeconomically tied to the urban center by commuting. CBSAs often consist of
fewer counties than DMAs and there are many counties that don’t belong to a CBSA.
Designated Market Area (DMA): is an area defined as a group of counties that
comprise the major viewing audience for the television stations located in their particular
metropolitan areas and statistical areas defined by the Federal Government Office of
Management and Budget. The areas do not overlap and every county in the United States
belongs to only one DMA.
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